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ABSTRACT. Many websites fail to help companies reach their objectives 
because they neglect consumers need in their websites developments. Since 
consumers are considered as the key success factor for sustaining B2C busi-
ness, companies must therefore identify their consumers’ behavioral charac-
teristics.  The pilot study aims to investigate the quality factors of B2C web-
sites from consumers’ perspectives. Specifically, the study investigates the 
current practice towards quality development on Jordanian B2C websites in 
terms of degree of satisfaction, online buying habits of B2C consumers, ob-
stacles and constraints surrounded B2C ecommerce websites, and factors 
that consumers consider when evaluating B2C websites.  Data was collected 
through questionnaire and interviews.  Descriptive statistics such as mean, 
frequency calculation, and percentages were used for analysis.   Out of 33 
quality factors, 17 have been found to be important.   These are: web site 
visibility; safety; serviceability; price savings; high responsiveness; online 
shops credibility; enjoyment and entertainment; websites information; the 
value of the web; promotion activities; clarity; relevance; diversity of goods, 
services and information; current and updated web documents; user-friendly 
web interface; trust or trustworthiness; and accuracy and authority of web 
documents. 
Keywords: B2C, ecommerce evaluation, consumers’ perspective  
INTRODUCTION 
    The internet has developed a highly competitive market for companies to increase market 
share. In order for companies to be competitive, consistent increase in consumers is much 
desired. Companies must know consumers’ behavior characteristics in order to meet demands 
as consumers are considered as the key success factor of companies.  Evaluating a website 
helps to create a higher quality website that meets consumers’ needs and organization objec-
tives. An assessment on consumer related factors could expose that an e-commerce direction 
is the way to establish better business opportunities for the companies and to considerably 
take competitive advantage in the market space (St-Pierre, 2001). E-commerce can be defined 
as a business process of selling and buying products, goods, and services through online 
communications or via the internet medium (Li, Sun, & Wang, 2005).  
    However, many websites fail to help companies reach their objectives because quality of 
the websites is not taken into account in websites development (Lee & Kozar, 2006; Tan & 
Tung, 2003; Husain, Ahmad & Yahaya, 2009). In order to ensure quality of websites, factors 
that contribute to the quality must be identified. Since the web is a dynamic medium, factors 
related to this medium are changing with time, thus, making identifying factors on online 
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consumer behavior very difficult and critical (Biscoglio et al., 2007). Continuous refining of 
these factors is extremely needed (Joia & Olivera, 2008). 
    Several ecommerce evaluation models fail to take user factors into account in their web-
sites development (Olivera & Joia, 2005; Joia & Olivera, 2008). In terms of evaluation, the 
literature pinpoints to scarce studies on websites quality evaluation from consumers’ perspec-
tive, which means the consumers’ perspective in the websites evaluation is ignored (Loiaco-
no, Watson & Goodhue, 2002; Lee & Kozar, 2006; Wang & Zhou, 2009). According to 
Fasanghari & Roudsari (2008), e-commerce websites evaluation in consumers’ perspective is 
still in the initial stage and exploration on this aspect is much needed.  
 This paper presents the findings of a pilot survey that was conducted in Jordan.  Particular-
ly, this paper highlights the current practice toward quality development on Jordanian B2C 
websites.  Aspects such as the degree of satisfaction, online buying habits of B2C consumers, 
obstacles and the constraints surrounded B2C ecommerce websites, and factors that consum-
ers’ consider when evaluating B2C websites are discussed.  
METHODOLOGY  
   This pilot study was conducted via survey using structured questionnaire. According to 
Greenfield (1996) a pilot study has two main purposes; namely to identify the reliability and 
validity of the questionnaire based on users’ responds and to fine-tune the questionnaire de-
sign. 
    Survey technique was used for conducting an empirical study in Jordanian firms. This 
technique was chosen as it has been known to be suitable for a descriptive study - that is, the 
study aims to describe the current practices of websites development and describe the online 
buying habits of Jordanian consumers. In addition, this technique is suitable for a study that 
seeks to answer questions related to “what” or “how many/much” (Yin, 1994).  
    The survey used questionnaire and interviews as media for collecting data.  Questionnaire 
was used due to reasons such as cost effectiveness, ease of analysis, wide area coverage, and 
integrity assurance (Kirakowski, 2000; Robson, 1993). Random face to face interview and 
discussion with users and developers were conducted to increase the reliability of the ques-
tionnaires and present views/ opinions from companies’ perspectives.  The discussions with 
independent developers, direct users and other staffs that are related to a specific issue or 
module of the websites were made to help generate the conceptual structure of websites char-
acteristics and formulate an initial evaluation framework. A clear understanding about the 
obstacles and constraints that surround B2C ecommerce websites were identified.  The survey 
was conducted in three main phases; that is, questionnaire design and formulation, data col-
lection, and data analysis. The following sections explain the phases involved.  
Questionnaire Design and Formulation 
     In this phase, a questionnaire that used a five-point Likert scale was developed.  Examples 
of questions are “what is the overall satisfaction towards the websites”, and “what are the 
main constraints surrounding B2C ecommerce websites developments”. A scale of 1 repre-
sents strongly disagree, 2 refers to disagree, 3 refers to neutral, 4 refers to agree and 5 refers 
to strongly agree. In addition, several “yes/no” question were included.  Several questions 
require respondents to rank user-related quality factors that are considered as contributing 
factors to achieve high quality websites applications. The ranking scale is between 1 to 5 
where 1 refers to “not considered”, 2 refers to “low consideration”, 3 refers to “average”, 4 
refers to “high consideration” and 5 refers to “very high consideration”.  
Data Collection 
    Seventy questionnaires were randomly distributed through postal service to telecommunica-
tion companies in Jordan and interviews were conducted at selected companies.  Out of sev-
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enty questionnaires that were distributed, fifty-six were returned (80%).  During the inter-
view, the time required to answer the questionnaire was measured and any difficulties on an-
swering the questions were recorded.  The aim was to check the reliability of the question-
naire and obtain feedbacks on items in the questionnaire that may require modifications were 
gathered. 
Data Analysis 
   Steps involved in data analysis include editing and preparing data for analysis process 
(Coakes & Steed, 2003). Simple descriptive statistics analysis such mean, frequencies, and 
percentages were used.  The steps were conducted using SPSS 14.0 for Windows.    
FINDINGS 
   Results from analysis are presented in subsections which are based on the group of items in 
the questionnaire. 
Demographic Data 
   The sample of the respondents consisted of 73.2% male and 25.8% females.  The dispropor-
tionate of male and female could be due to more males tending to buy over the net. The ma-
jority of the respondents were from twenty two to thirty year’s old (59%). Second and third 
highest were respondents that were thirty one to forty (29%) and seventeen to twenty one 
(7%) years of age.  The least was respondents that were above forty (5%). This differentiation 
can be explained due to the nature of the human behavior. Older (more 40) and younger (less 
than seventeen) tend to be less interested in conducting electronic purchasing. 
In terms of educational level, the analysis on respondents’ background showed that 75% of 
the respondents have university degrees, 23% have advanced degrees and 2% have seminary 
certificates.   This shows that educated people are mainly the ones who conduct transactions 
electronically.    
Distribution of Online Buying Habits for the Consumers  
   The greatest number of respondents used the internet for searching the best deal (61%).  
21% used it to enquire about products they want to purchase and 18% of the respondents used 
the internet for pleasure. No respondents have been found to use the internet because of con-
veniences.  This indicates that majority of users seek for useful information from the internet. 
Current Practice on Websites Quality Developments 
   Results showed that the degree of satisfaction on the quality of Jordanian B2C websites as 
compared to other countries’ websites were poor.  32.1% of the respondents were very dissat-
isfied, 32.1% are somewhat dissatisfied, and the rest were neutral (35.7%).  Table 1 shows the 
results. 
Table 1.  User Satisfaction on Their Websites 
Degree of satisfaction Frequency Percent 
Very dissatisfied 18 32.1 
 Somewhat dissatisfied 18 32.1 
 Neutral 20 35.7 
 
The respondents were asked to indicate the current models, mechanisms, and technique 
that the companies hold or followed to evaluate and developed their websites. Results showed 
that 82% of the companies do not follow any models and 17.9% stated that they followed cer-
tain quality models. Also, they were asked on any mechanisms they used to obtain infor-
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mation on their consumers’ needs.   Results showed that 57% of the companies do not have 
any mechanisms or procedures to identify their consumers’ needs. 42.9% of the respondents 
followed several mechanisms such as obtain feedbacks from customers directly through their 
websites, help desk services, polls, SMS, and forums.  Therefore, there is essential need to 
provide mechanisms and procedures that the companies can follow to meet the consumers’ 
needs.   
    In terms of technique to evaluate B2C websites, results showed that 70% of the respondents 
answered negatively – that is, no technique was used to validate and verify their websites. The 
rest (30%) used techniques such as website auditors and standard quality measures and pro-
cesses. This shows that only limited techniques were being used to validate and verify the 
companies’ websites. Therefore, there is a need for a standardize technique to validate and 
verify the companies’ websites 
   When asked if there are any methods or processes being provided by the country to validate 
the companies’ websites, the results were: 16% of them answered positively, claiming that 
some methods such as payment gateways and markup validation services are available.      
84% stated that no methods were available.  Therefore, there is urgent need to provide meth-
ods and processes for websites evaluation and developments due to the lack of the methods 
and processes provided by the country to validate the companies’ websites. According to 
above scenario, B2C ecommerce quality evaluation framework which includes mechanisms, 
methods, and technique is needed for B2C ecommerce websites evaluation and developments. 
Table 2 shows the breakdown of results. 
Table 2. Current Practices on Websites Development 
Current practice for quality evaluation 
models 
Answer  Frequency Percentage 
Quality models or framework used for websites 
evaluation and development 
no 46 82.1 
yes         10      17.9    
Mechanisms or procedures followed to meet the 
consumers needs  
no 32 57.1 
yes 24 42.9 
Methods provided by country to validate organi-
zation websites 
no 47 83.9 
yes 9 16.1 
Techniques used to validate ecommerce websites no 39 69.6 
yes 17 30.4 
 
   When the respondents were asked on whether their websites meet the target of quality, ma-
jority of the companies (51.8%) mentioned that their websites are considered as quality if they 
meet their organizations’ objectives, 16.1% mentioned that they received positive feedbacks 
from the websites’ owners, 12.1% obtained good feedbacks from their team of developers. 
7.1% said that their websites are considered as quality when their websites meet their con-
sumers needs, while, 10.7% mentioned that quality is met when their websites meet users sat-
isfaction. Although, the consumers are considered as the key success factor for the compa-
nies, their perspectives were not taken into consideration in the websites developments. 
Therefore, consumers’ perspective must be included in the websites evaluation and develop-
ments. 
   Respondents were also asked to select reason(s) why e-commerce companies fail based on a 
list of reasons.  From the results, it was found that that 66.1% agreed that consumers’ aspects 
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were ignored during websites development, 15.59% stated that the websites were lacking of 
some quality attributes/factors, while, 12.54% agreed that the quality of the websites were 
neglected during the development phase.  However, ignoring the consumers’ perspective in 
the websites evaluation and developments is considered as the most important constraint that 
influences the success and failure of the ecommerce companies. Figure 2 shows the results in 
detail.  
Quality Factor from Consumers’ Perspectives  
Respondents were asked to rank a list of quality factors that can be used for evaluating B2C 
websites and be used as criteria for developing B2C websites. Results were established by 
calculating the mean score and selected the appropriate interval to represent the all means 
value for the factors. The appropriate interval used is from 3.43 and above.    
    Out of 33 factors identified in the literature review, only 17 were found to be important and 
were considered from the consumers perspectives which are:  web site visibility; safety; ser-
viceability; price savings; high responsiveness; online shops credibility; enjoyment and enter-
tainment; website information; value of web; promotion activities; clarity; relevance; diversi-
ty of goods, services and information; current information; user-friendly web interface; trust-
worthiness; and accuracy and authority were important factors in evaluating B2C websites. 
Other factors with lower mean score (less than 3.43) were considered as not commonly used 
in evaluating B2C websites. 
 
 
Figure 2. Distribution of reasons on why B2C websites fail. 
CONCLUSION  
     The availability of B2C websites plays a significant role in helping companies achieve 
competitive edge and become sustainable. In order for companies to be competitive, con-
sistent growth in market share must be achieved and the use of quality B2C websites is neces-
sary. Evaluation of websites help to create a higher quality product that meets consumers’ 
needs and organizations’ objectives. 
     An investigation on the current practice towards quality development of Jordanian B2C 
websites was made through a pilot study.  A survey on fifty-six Jordanian telecommunication 
companies revealed some interesting outcomes.  Results from the samples show that most 
consumers are not satisfied with their companies’ websites. In addition the findings indicate 
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that most B2C websites’ developments do not follow certain quality models, mechanisms, or 
techniques.  Many respondents claimed that the Jordanian government did not provide any 
standard methods that companies could follow in implementing their websites.   Based on the 
results, it can be summarized that most of the B2C websites were developed without taking 
into consideration the quality and consumer perspectives.  This is because most companies 
relate quality with achieving organizations’ objectives and do not based on meeting consum-
ers’ needs and satisfaction.    
    The findings of this study which includes identification of websites quality factors, online 
buying habits of B2C consumers, obstacles and the constraints surrounding B2C ecommerce 
websites, and factors that consumers’ consider when using B2C websites will be gathered and 
use to construct an ecommerce evaluation framework.   
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